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, and organizational adaptability (Angle and Perry 1981) . In general, low levels of commitment are thought to be dysfunctional to both the organization and the individual (Randall 1987) .
Alarmingly, organizational commitment is declining. Recent empirical indicants of this decline include (1) a Harris poll of middle managers in which 65% said salaried employees are less loyal to their companies than they were 10 years ago (Nussbaum 1986 ) and (2) research findings by Yankelovich, Skelly, and White that managerial commitment (the bond between employees and their companies) dropped markedly during the 1980s (Kiechel 1985) . Further, executive mobility between firms is at unprecedented levels (Mowday, Porter, and Steers 1982; Randall 1987) .
Though marketing managers, like other managers, want committed employees, interest in the formal construct of organizational commitment in marketing is relatively recent (see Hunt, Chonko, and Wood 1985; Still 1983 ). However, the marketing literature has long addressed issues related to ethical values: ethical theory, marketing research ethics, ethical values and consumers, and ethical problems in marketing management (for a review of these and related issues, see Murphy and Laczniak 1981). Past works indicate that ethical values play an important role in many marketing settings. However, no study has investigated ethical values as a motivating force related to marketers' organizational commitment.
One could hypothesize that there is no relationship between ethical values and commitment in marketing. After all, marketers' ethics often have been described as questionable at best and abusive at worst (Baumhart 1961 ; Murphy and Laczniak 1981). Likewise, marketers (in contrast to other employees) have been theorized to be less committed to their organizations (Still 1983 
Organizational Commitment
Scholarly works on organizational commitment are numerous (see Randall 1987) . Though recent reviews reveal more than 30 different forms of work commitment, they also show that each form can be relatively stable over time (Morrow 1983 
Research Issue and Hypotheses
The preceding discussion, in conjunction with the established relationship between organizational commitment and desirable organizational outcomes, warrants the examination of the following research issue. On the basis of past research findings, we use the independent variables examined in HI and H2 as controls so that the direction and strength of the relationship postulated in H3 can be examined. Taken together, these hypotheses represent both a partial replication (H1 and H2) and an extension (H3) of our previous work (Hunt, Chonko, and Wood 1985) .
Method Data
The data reported here came from two self-administered questionnaires mailed to (1) professional marketing managers and researchers and (2) professional advertising agency managers. The two questionnaires were identical in the constructs investigated, though other distinct issues2 (not reported here) also were examined.
Responses from marketing managers and researchers were obtained by drawing a systematic sample of one of every four practitioners in the American Marketing Association (AMA). In total, 4282 practitioners were sent questionnaires and 1076 usable responses were returned, a response rate of 25.1%. From the total usable responses, those of 916 individuals who identified themselves as sales, product, or marketing managers (n = 499) or as marketing researchers (n = 417) were retained for the study. Advertising agency employees (because they were too few to analyze) and consultants were excluded from the analysis (for more specific details about this sample, see Hunt, Chonko, and Wood 1985).
To broaden the scope and increase the generalizability of the study, a second self-administered questionnaire was mailed to 3064 advertising agency executives whose names and addresses were secured from a commercial source. A total of 330 usable questionnaires were returned, an effective response rate of 17%. 3 We first merge and analyze responses from the marketing managers, marketing researchers, and advertising agency managers into one combined sample. We then treat each professional marketing group as a subsample or segment of the larger sample and present analysis results for each group. The overall response rate for the combined sample is 20.4%, based on an initial effective universe of 6114 marketers and n = 1246 respondents.
The characteristics of all respondents, along with the breakdown of marketing managers, researchers, and advertising agency managers, are reported in Table 1. The majority of our combined sample and subsamples are married, male, more than 30 years of age, and earning $30,000 or more a year. In education, the vast majority of each subsample has at least a bachelor's degree. Likewise, within each subsample, a large 2These issues included Machiavellianism and social responsibility in marketing.
3If we assume an attrition rate on the mailing list of 35% (Vitell 1986), the effective universe is 1992. The procedure suggested by Armstrong and Overton (1977) revealed no response bias problems. variance is seen in respondents' job titles, business experience, and number of firms worked for, though the advertising managers tend to have worked for considerably more firms during their careers than marketing managers or researchers. The majority of marketing managers and researchers work for larger firms (500 employees or more), and the majority of advertisers work for smaller firms (less than 100 employees).
Though our overall sample size is very large for social science research and our sample's characteristics compare favorably with those of other samples of marketing professionals, readers are cautioned (given the inevitably small response rate) to view the study results as exploratory and as only a useful "first step" toward verifying the relationships examined. As with all cross-sectional studies, one must be cautious not to overgeneralize results.
Measures
Some of the measures used (i.e., age, education, income) are self-explanatory and are listed in Table 1 (Trevino 1986 ). On the basis of these considerations, our measure of corporate ethical values attempts to capture the broader principles of the degree to which organizations take an interest in ethical issues and act in an ethical manner, rather than product, service, or industry-specific issues.
Another consideration that guided our measurement is the need to incorporate "reward systems" into the study of corporate ethical values (Jansen and Von Glinow 1985). Reward systems often are posited to shape and maintain behaviors. More specifically, if the observance of ethical standards is not rewarded explicitly by the organization, ethical ambivalence in the organization (at the very least) is likely to result that managers are concerned about the issues of ethics in their organization (see item 3), and (3) the extent to which employees perceive that ethical (unethical) behavior is rewarded (punished) in their organization (see items 2, 4, and 5). Table 2 shows the factor analysis of the corporate ethical values scale developed by using the total sample and a 7-point Likert format (1 = strongly disagree and 7 = strongly agree). The exploratory factor analysis (principal components) shows a unidimensional structure. Likewise, results indicate a reasonably high reliability (coefficient alpha = .78). Therefore, the scale appears reasonable for the study's purpose.
Organizational commitment. Commitment of marketing managers, researchers, and advertising agency managers to their organizations was measured on our previous 4-item scale (Hunt, Chonko, and Wood 1985), which also has a 7-point Likert format: 
Results
The data were analyzed in the same way as in our previous study (Hunt, Chonko, and Wood 1985) . First, univariate comparisons (Table 3) were made between marketing managers, researchers, and advertising agency managers for the principal constructs; second, recursive equations (Table 4) were estimated for the total sample and each subsample to test HI, H2, and H3. Table 3 compares marketing managers, researchers, and advertising agency managers on corporate ethical values, organizational commitment, and the four job characteristics (JCI). On perceived levels of corporate ethical values, the three professional marketing groups are significantly different (Sheff6 test). Advertising managers perceived their companies to have the highest ethical values (x = 5.88), followed by marketing managers (x = 5.33) and researchers (x = 5.08), indicating that marketers' perceptions of corporate ethical values seem to be related to the specific area of marketing in which they work. Similarly, the commitment level of the advertising agency managers is significantly higher than that of either the marketing managers or the researchers (x = 4.79 vs. 4.18 and 4.16, respectively). As a tentative explanation, note that our subsample of advertising agency managers has a higher percentage of presidents/owners than the other two subsamples and hence they may naturally be more committed to their organizations. In any case, the differences in self-reported commitment levels, though statistically significant, probably lack substantive sig- nificance because the difference at the extreme is less than two thirds of a scale point on our 7-point Likert scale. Though the four job characteristics (JCI) are not central constructs in this study (other than as control variables), Table 3 also reports their rating results. Overall, perceptions of the amount of autonomy, variety, feedback, and identity in their jobs are very similar for marketing managers, researchers, and advertising agency managers. The mean scores indicate that all three groups perceived more autonomy than the other three job characteristics in their work. Statistically, researchers perceived less variety than the other groups, whereas advertising managers perceived more feedback. Substantively, however, given the relatively small magnitude of these differences, the three groups' perceptions of the four job characteristics appear to differ little. Table 4 reports the results of the recursive equation analyses; estimates are presented in five separate equations (1A through 1E), first for the total marketing sample and then for each subsample. As we reported previously (Hunt, Chonko, and Wood 1985) , the personal characteristics of age, education, and income, along with certain job characteristics, are related to marketers' organizational commitment. Therefore, these characteristics were included as control variables so that the relative association of corporate ethical values and organizational commitment could be explored. In general, the results are very uniform. For the combined sample, all control variables, with the exception (as expected) of identity, are related significantly to commitment and all the signs are consistent in directionality with our hypotheses. These results conform with, and thus partially replicate, those of a larger sample we examined (Hunt, Chonko, and Wood 1985) . When the combined sample is subdivided by type of marketing profession, the directionality of all signs remains stable though the magnitudes of the coefficients for age and education for marketing managers are not significant. Note also that the variance in commitment explained by job characteristics is reasonably high, especially in the case of advertising agency managers (R2 = .28).
Equations lc, 1D, and 1E (analyses 1 through 4) are the results for the third hypothesis and our central research issue. We see in lc that corporate ethical values are related significantly (p < .01) to commitment for advertising agency managers, marketing managers, and marketing researchers with the explained variance being .21, .10, and .14, respectively. These initial results (in conjunction with the combined sample results, p < .01, R2 = .17) provide evidence that corporate ethical values, taken alone, may be a strong predictor of commitment. If personal and job characteristics are used as control variables, will the eth- 1957) . In general, research has shown that perceptual distortion is higher when the relevant object or construct is highly valued. Perceptual distortion decreases when the object or construct is considered unimportant or trivial. Similar logic applies to commitment if we consider the spectrum of objects to which one can be committed. For example, a person can be committed to a church, a spouse (possibly "love is blind"), children, family, country, an organization, and so on. In theory, the more one absolutely values the object of his or her commitment, the more likely it is that the attributes of that object will be perceptually distorted. Where does the organization stand on this spectrum of objects? We would be remiss to classify the organization as unimportant or trivial. Nevertheless, the position that the absolute commitment level of most employees to their organizations (especially in today's times) would be so high as to make them blind (high perceptual distortion) to the presence of ethical problems in their organizations seems theoretically less reasonable than the alternative-namely, that employees who perceive correctly that their organizations have high ethical standards will be more committed.
With this argument in mind, we ask to what extent our findings can be generalized to the universe of professional marketers. Though the usual caveats about inferring causality from cross-sectional data certainly apply, data were collected and analyses performed across three distinct professional groups within marketing. Further, the nature of the samples analyzed and the consistency of the empirical findings give some credence to generalizing our findings to marketing in general.
An underlying premise of our work is that ethical values are a managerial issue and not "just" a societal issue. Obviously, society has an interest in marketing managers maintaining high ethical standards. Not so obviously, our research shows that high ethical values may be a key organizational construct as well. Indeed, though causality cannot be shown with certainty, our study suggests that the most fruitful way to influence marketers' commitment to their organizations may be through emphasizing our major construct of interestcorporate ethical values.
Though our ability to compare our results with those of previous studies is hampered by the lack of empirical research in this area (this is the only study to date that has examined corporate ethical values and organizational commitment across a spectrum of vocational areas) 
Implications and Conclusions
A foremost implication of our study for marketing managers is that a distinct style of leadership may be required if having committed marketing employees is desired. Given the consistent association between corporate ethical values and commitment, managers wanting to instill and maintain a high level of loyalty in their employees may have to be more than just task directors of their organizations. Rather, they may have to think of themselves as the standard bearers, mood setters, and moral leaders of their organizations. More specifically, these leaders must show concern for, act upon, and reward ethical behavior. In essence, top managers should define, refine, evaluate, communi- 
